The current study aims to identify particular ways through which social actors are represented by Pakistani media such as MCB (Muslim Commercial Bank) Ladies Account (2017). This study is only limited to two Pakistani advertisements as a sample of study. The research design is qualitative content analysis. The study seeks to examine the propagation of class differences for the sake of gaining viewer's empathy in order to achieve marketing purposes. The researchers have applied Leeuwen's (2008) framework of Visual Representation of Social Actor for the analysis of data. The analysis of data has provided an insight into different ways class differences are showcased. It has further provided an insight that notion of lower/middle class is constructed and represented as "others" in the particular advertisements with the help of Visual Representation of Social Actors. The result of study validates that lower/middle class is particularly marginalized in the mentioned advertisements, whereas it has become a general practice of Pakistani media to project such kind of class dichotomy. The study has further incorporated the idea that through such kind of projections the capitalists propagate the purchase of unwanted items. Wherein, regardless of any use the viewers while empathizing with the social actors purchase the advertised items.
Introduction
The study of discourse analysis was previously focused primarily on language and its forms whereas other semiotic resources were ignored. Recently, this view has been changed and discourse has taken a shift by acknowledging the other modes of communication, which contribute to meaning, such as image and visuals. These visuals and images play a vital role in media especially in advertisements.
With the advancement of science and technology, the role of media has undergone through drastic changes along with advertisements. Advertisement is a big business where companies compete to grab viewer's attention and propagate about their particular brands. These companies use simple signs embodied with social norms and ideology. van Dijk (2006) asserts that ideology basically is a kind of idea that is based on a belief system. This study is designed to investigate the influence of Pakistani advertisements in the projection of social classes symbolically through indirect means. This research is important as it has highlighted the ideological construction of social classes through media such as, advertisements.
Advertisements convey messages through images, texts and music. A research conducted by Roberts and Philip (2006) supports that to understand images the comprehension of both verbal and visual literacy is essential. Visual literacy is the ability to interpret meaning from the information presented in an image. Gaskill (2013) asserts visual literacy skills require more than the usage of technology, which is used to teach the skills associated with the meaning. She further says that visual resources in instruction help in developing student's cultural knowledge as well.
According to Leeuwen (2008) Visual images are usually accompanied with social actors conveying implicit meaning of "others" (p. 136). Leeuwen (2008) calls the participants of social practices as "social actor" rather than participant (p. 23). Leeuwen's (2008) framework of Visual Representation of Social Actors emphasizes on the importance of word and image, where word provides facts and image gives vent to interpretation of "ideological colored angle" (p. 136). Leeuwen (2008) further asserts that in advertisements, images give us feeling of glamour and "fulfillment and gratification" (p. 136). The viewers feel pleased to imagine themselves as part of the scenario going on in advertisements. These advertisements sometime convey implicit meanings and visually communicated meanings can be easily dismissed. In advertisement many things are shown according to Leeuwen (2008) advertisements and images can be a mean of showing racism.
Literature Review
Mostly, the work based on Multimodal Discourse draws from Halliday's Social Semiotic approach to language, a view that considers language as one among a number of semiotic resources such as gesture, images and music through people communicate. According to Leeuwen (2005) Social Semiotics is a form of inquiry and it offers ideas rather than answers, ideas which formulate questions that provide ways to answers. Caldas-Coulthard and Coulthard (1996) support the importance of Semiotics in any text as they say that text cannot be analyzed without considering Semiotic resources accompanied with it, such as images and layout. Alyousef (2016) in his research employed a Systematic Functional Multimodal Discourse Analysis (SF-MDA) to explore thematic progression patterns in business marketing plan reports. Cheng and Liu (2014) Advertisement leaves a strong impact on viewers and it has become pervasive in the modern capitalist society. Propagation of beauty through advertisements is not an unfamiliar concept. Noriga (2012) applied Multimodal Discourse Analysis to three advertisements in order to understand that how these commercial construct the concept beauty and health related to each other among viewers, focusing on both visual and verbal modes.
Another research conducted by Sharma and Gupta (2015) explores the impacts of advertisements on consumers through Semiotic Analysis. They further argue about the challenges advertisers face while choosing signs, symbols and images in the advertisement to attract the right consumers. In this way it tends to highlight how Semiotics plays a primary role. Advertisements also construct ideology among its viewers and they are vital medium to develop any notion. For instance the study conducted by Adham (2012) , investigates the iconic representation of women in the Middle Eastern media through Semiotics. She has explored in detail that how advertisements affect its audience psychologically and how they aid to pursue viewers to adopt a particular course of action. In this way the research intends to unveil the true agenda of media.
Advertisements are often accused of spreading stereotyped ideas due to market requirements. However, a research conducted by Lakshmi and Selvem (2016) is an endeavor to explore advertisements, which try to break away from conventional norms or notions of society through Semiotic Analysis. Rath and Bharadwaj (2014) have also investigated how attributes of gender representation is being deconstruction with the aid of Semiotics. The paper also argues how symbolic ideology regarding role of women and qualities of men have been deconstructed. In this regard Post-Feminism is a famous theory explored by Gowrisankar and Ajit (2016) , who attempted to analyze the ideology of Post-Feminism in visual advertisements.
Nonetheless, advertisements are also used for public awareness such as a research conducted by Olowu and Akinkurolere (2015) on Malaria drug advertisement using Multimodal Discourse Analysis has emphasized upon the visual and linguistic components of the selected advertisements. Their data comprised of selected posters, stickers and drug literature advertisements on Malaria. The research proved that color, image, posture and icons enhance the worth of advertisements. Compelling visual images along with sound effect makes an advertisement attractive and grabs viewers' attention. Hu and Luo (2016) conducted a Multimodal Analysis research based on Air France's print advertisements. They explored how Air France conveyed the feeling of grandeur, superiority and comfort using Multimodal Analysis.
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Social Distance
The first image speaks for itself regarding social distance, which is a long shot. The central characters are barely visible at first glance in the vast land scape. The long shot also gives the message to viewers that the social actors represented in the shot are not significant, so the viewers cannot relate to them. This represents the distance between the viewers and characters symbolically. Moreover social actors are shown in ordinary dresses, reinforcing the depiction of lower middle class. In contrast the second image comprised of close shot that focuses on the stylishly dressed person along with the logo of a company in the back ground. The focused stylish individual is a kind of persona to which the viewer especially young generation can easily relate to.
Social Relation
As Leeuwen (2008) asserts that social relation is concerned about power. It discusses either power of representation over viewer or viewer's power over image. The first image is taken horizontally from an oblique angle, showing detachment. In this way viewers do not relate to the characters portrayed in the image. They are "others" for the viewers. The image gains power not only by depiction of characters but also from the point of view of angle. Viewers are looking down to them, thus gaining power over image. Thus, the depicted characters as socially below to the viewers.
Social Interaction
In both the images social actors are not looking at the viewer's directly thus, they are not communicating with the viewers. First image gives an idea to the viewers that this could be happening somewhere far from them, not near them. In this way they do not feel affiliation with the characters neither do they feel empathy. Whereas, the second image instantly gives the sense of familiarity due to close angle.
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•
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• Categorization
Lower middle class has been portrayed as other in the image by presenting them in a typical dress style as compared to other image dressed entirely in western outfits. This kind of symbolic representation depicts different cultures as well as classes. Lower middle class is assigned the role of a working class as daily wagers. These people are supposed to leave their family and children behind for work at times they even endanger their lives. The social actor in the second image is shown through a close shot that has categorized him as a significant individual. On the other hand lower middle class is treated as a generic group regardless of any signification.
Discussion
An analysis of the above mentioned advertisements, using the framework of Leeuwen (2008) truly reveals that Visual Representation of Social Actors in the advertisements have an influential role in the lives of the viewers. The analyzed advertisements have aptly projected class distinction mainly focusing on the lower, middle and upper classes. The advertisement has equally displayed the feelings of empathy among the viewers in order to acquire the MCB bank accounts for the gratification of their needs and to become like the upper class educated lady shown in the advertisement. In the light of the above discussion it can be concluded that viewers accept the impact of such images and portrayal of class discrimination, consequently they get influenced by the charm and success of upper class. In this way an advertisement carries an "ideology", and "ideology" leaves a long lasting impact on the lives of individuals. However, this research is limited to just two advertisement based upon qualitative content analysis. Future researchers can carry such researches based upon more advertisement along with the quantitative mode of inquiry.
